Background. Convention and Visitors Bureaus (CVB) and Destination Marketing Organisations (DMOs) play a crucial role in marketing and promoting a city, region, or country through creating an image of the destination as an attractive target and meeting area. The effectiveness of the overall process is influenced, among others, by the efficiency of the CVBs' communication with its key stakeholders.
Professionals working in the tourism and hospitality industry need to regularly communicate effectively with one another, with their stakeholders, and with tourists (Fernández-Cavia et al., 2017) . The strength of their relationship is often built on the basis of formal and informal communication and the ability to establish trust in their business relationships. The exchange of information plays a very critical role in their success and communication allows for this interchange to occur. In order to form these bonds, a favourable environment is required to make necessary communication exchanges. Many times, tourism and hospitality professionals meet through professional organisations like Destination Marketing Organisations (DMOs) and/or Convention and Visitors Bureaus (CVB) that create networks for communication to flow (Volgger & Pechlaner, 2014) . They are global organisation that link tourism and hospitality stakeholders together and can co-create leisure and business events around the world/regions and cities (Lee et al., 2016) . Often in these interactions, the notion of culture is ignored when communicating between professionals in different parts of the world which can reduce the effectiveness of the business performance (Samaha et. al., 2014) .
CONvENTiON AND viSiTOrS' BurEAuS (CvB)
"When we have a convention in town, it is as if an airplane flew overhead dropping dollar bills on everyone". This statement by a mayor of a US city proves the economic significance of organising such business tourism as conventions, conferences for the host-city (Kulshrestha & Meena, 2017) . It is quoted by many market commentators and analysts (Smith, followed by Davidson & Cope, 2003) . Indeed: figures contained in reports drafted on the basis of statistics (e.g. by the ICCA -International Congress and Convention Association, the UIA -Union of International Associations) indicate that the so-called congress tourist, i.e. a convention or conference participant, spends a lot more money at the event location than an individual tourist (Rogerson, 2017) . Notwithstanding the fact that his/her participation in the meeting has already been paid (average expenses per one conference participant acc. to ICCA amount to USD 736), and irrespective of whether such a participant has been invited by an association that he/she is a member of, a corporation or a public institution. It seems, therefore, that conference and congress business is the most profitable "slice" of the business tourism cake. But the question is who brings the business to the country / region / city?
The group of entities playing an important role in the business tourism industry comprises of CVBs and DMOs which deal with promoting meetings and events and marketing the destination to the tourism and bringing them to a given city, region, or country (Kulshrestha & Meena, 2017) . Their role differs depending on the geographical region they operate in, but their activity focuses on promotion (Lee et al., 2016) . Its key element is the contact with customers and relaying the latest information on entities operating in the meetings industry. On the other hand, customers use CVBs and DMOs as a source of information on incentive travel programmes, venue capacity, or number of rooms in respective hotels (Celuch, 2015) .
One of the most important definitions is by Ford and Peeper and it focuses on responsibilities: A CVB is an organisation that both by law and by design is responsible for marketing a destination (Ford & Peeper, 2008; Lee et al., 2016; Rogers & Davidson, 2015) . This task is not only a big challenge but is also the reason that so many CVB executives spend a lot of time explaining their organisations' functions, roles, and expenses. Repeatedly we have heard the executives -both successful and less successful -voice the same concern about how much time it has taken them to explain what they do, especially to politicians controlling their purse strings. Many said that the amount of time they spent was unreasonable (Ford & Peeper, 2008) . However, the most important role that a CVB plays is the communication with its stakeholders and a successful combination of theory and practice.
ThEOriES OF SOCiAL COMMuNiCATiON iN OrgANiSATiONS
On the basis of a specified communication architecture, theories regarding the foundations of social communication in an organisation have been selected. The following models will be presented and characterised together with the code forms, contexts, and relation systems specified to the American and (Fiske, 1990 ) is a double one. He [Jakobson] starts by modelling the constitutive factors in an act of communication. These are the six factors that must be present for communication to be possible (sender, receiver, context, message, contact, and code). He then models the functions that this act of communication performs for each factor (emotive, conative, referential, poetic, phatic, and metalingual). The factor model together with the functions looks as follows (Figure 1 ).
The derivative model, mentioned due to its frequent appearance, is a simplified version of the Jakobson's model presented by Harold D. Laswell. Lasswell developed another widely quoted early model. His, though, is specifically one of mass communication (Lasswell, 1948) . He argues that to understand the processes of mass communication we need to study each of the stages in his model (McQuail & Windahl, 2015 ; Figure 2 ). These two models describe the links between the American and European meetings and events industry and will be used in the conducted research. These models are very helpful to understand mass communication (McQuail & Windahl, 2015) present in the meetings industry, taking into consideration the meeting goals (content, product, and motivation), are an attempt at combining business tourism (already analysed on numerous occasions) with event management and the creation of incentive travel. The proposed model is based on the cooperation among the participants of the meetings industry (customer, agent, venue, supplier) and an exchange of information and cooperation with CVBs and the media (Celuch, 2015) .
An analysis of cooperation between respective participants of the meetings industry has already been discussed in the literature; however, it should also mention the entities which participate indirectly in coordinating, promoting, and obtaining meetings and business events. These interdependencies overlap and form the field of information exchange (Celuch, 2016b) . All entities included in the model of cooperation between the participants of the meetings industry are dependent on one another (Celuch, 2016b) . When describing the needs connected with the meeting goal and communication process where CVBs are involved, the customer determines its category in accordance with the "content, product, motivation" division and only on that basis they select the organiser, venue, and subcontractors specialising in the organisation of the given meeting type (Figure 3) .
All in all, the starting point in the context of efficiency and profitability of using respective communication tools is always a precise definition of the communication goals. CVBs and DMOs have a more and more important role on the international market (Volgger & Pechlaner, 2014) . Therefore, it is necessary to analyse the meetings industry from the point of view of DMOs globally. For this reason, we investigate the influence of culture on communication in inter-organisational relationships. 
CuLTurE iNFLuENCE ON COMMuNiCATiON iN iNTEr-OrgANiSATiONAL rELATiONShipS
Culture and communication remain in a complex mutual relationship. Communication is considered as a mirror of a culture (Ferraro, 2006) as through both verbal and non-verbal communication styles members of a community express their values, i.e. they manifest their culture. On the other hand, culture and its specific dimensions influence those verbal and non-verbal communication styles in an organisation (Ting-Toomey & Dorjee, 2018) . Regarding the aim of this paper, it will focus on the latter perspective. Notably, it will focus on particular dimensions of culture shaping the way how people communicate, with a special emphasis on behaviours related to inter-organisational relationships.
Cross-cultural and intercultural management studies are based, in most cases, on frameworks created on the ground of social anthropology (Tjosvold, 2017) . Thus, dimensions of culture identified in those frameworks explain business behaviours in rather general terms, i.e. they refer to values related to general problems, such as power and authority, concept of self, dealing with uncertainty etc. (Hofstede, 1997) . At the same time, each of the dimension may affect, in a way, the process of interpersonal communication. For instance, dimensions related to authority, such as power distance (Hofstede) and formality (Gesteland, 2012) , influence the process of interpersonal communication among people representing different hierarchical positions in an organisation. Among scarce dimensions referring directly to interpersonal communication it should mention high vs. low-context style (Hall, 1976) . In a low-context culture words are more important than other means of expression and a communicator needs to be very explicit; in a high-context culture many things, particularly those contradictory or unpleasant, are left unsaid and a message is hidden in a whole social context rather than only in words. Importantly for this study high vs. low-context communication is usually connected with an approach to making business relationships. The latter may be described through a dimension of relationship-vs. deal-focus (RF-DF, Gesteland, 2012; Glinska-Newes et al., 2018) .
Although relationships are important in business everywhere, members of different cultures perceive differently the nature of those relationships. In deal-focused (DF) cultures people are task-oriented, i.e. so they are interested in the economic and transactional side of a relationship. Thus, they are less interested in creating personal bonds with business partners. As a result, it is easy to make a direct initial contact with them, because they do not need to know their partners well before starting a business. Partners representing such culture get down to business straightaway. Though they may like to socialize with each other over meals or drinks, it is not necessary to get to know each other very well. Relationships are formalised, and partners rely primarily on written contracts. Those contracts are not personalised, i.e. any specific and individual differences are less considered. The communication style common for DF people is low-context.
In contrary to DF people, those representing relationship-focused (RF) culture deal only with business partners who they know and can trust. They feel very uncomfortable doing business with strangers, particularly foreigners, and they want to know their prospective business partners well before doing business with them. In such circumstances it takes time and patience to start a relationship which results in signing a contract. "In RF markets, first you make a friend, then you make a deal" (Gesteland, 2012, p. 34; Glinska-Newes et al., 2018) . Such relationships have a strong personal component in addition to transactional aspects. Personal bonds are to maintain and strengthen throughout the entire time of cooperation, but they prevent difficulties and help in solving problems appearing on the way. Partners are treated in individualised way and even contracts may be treated with flexibility and modified in the course of their implementation (Gesteland, 2012 
METhOD
The main aim of our study was to identify similarities and differences in communication activities conducted by CVB's representing particular regions and cultures of the world. Notably, an individual structured interview was used in order to collect respondent opinions on communication operations in the main areas of CVB's activities, including 
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The aforementioned issues were evaluated mostly using 4-or 5-point Likert scale, unless the issue required another scale to be used. The study methodology and sample were chosen upon consultancy with the main industry associations, including: UIA -Union of International Associations, ICCA -International Congress and Convention Association, DMAI -Destination Marketing Association International, MPI -Meeting Professionals International. The aforementioned institutions were interested in the study results. The research sample of 89 CVB representatives included (table 1). Due to the fact that people below 50 dominate both the tourism and hospitality industry, four age groups were created to be selected by the respondents. These characteristics presents also the age segmentation and clearly shows that 90% of all respondents are below 50. We can therefore claim that the dynamic changes, numerous access channels, multimedia communication, or meeting expectations are particularly close to people of that age group today. Finally, CVB's and DMOs participating in the survey represented South America, North America, and Europe as the major areas of operations and activity (total: 69%).
rESuLTS
There were no differences among CVBs and DMOs representing specific regions concerning their efforts towards effective communication with their members. When asked to evaluate if they do their best to ensure effective communication between themselves and their members, 65% of the respondents answered "yes" and 15% answered "definitely yes". The answer structure is presented in Figure 4 .
However, in Figure 5 there were interesting differences among DMOs representing particular regions regarding importance of communication effectiveness as their organisation strategic goal. It was revealed Interesting results were delivered through answers to the question regarding the number of members that DMOs should have to ensure the most effective communication. In Figure 6 , the total sample 43% of participants answered that it should be between 31 and 50 members, and 30% -between 51 and 100. At the same time 10% believe that the size of DMO and the number of its members does not matter at all. The least number of members is perceived as favourable by European and North American organisations, while "the number does not matter" mostly for Asian units.
The next sets of questions were regarding the style of communication with DMO members. Notably, respondents evaluated if they communicated with them in personalized manner. Concerning this matter we found large differences among the studied regions. Asian and African organisations communicate in the most personalised way, while North American and Australian units rarely personalise the content of communication (Figure 7) .
The above presented data is generally confirmed by the answer structure for the next question which concerned the tailored way of designing a content of communication with DMO members. Also, in this case Asian and African organisations admitted that their way of communicating with members is tailored, i.e. it is personalised regarding a member type, needs, or other traits (Figure 8 ). 
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CONCLuSiONS
The main aim of the study was to identify similarities and differences in communication activities conducted by CVBs and DMOs representing particular regions and cultures of the world. The picture presented on the basis of our study results is interesting and complex. While in most of the organisations studied communication with their members should be effective, the importance of this effectiveness among organisational goals varies. It is among strategic goals for European, Asian, and Australian DMOs. Asian organisations personalise their communication style regarding specific members, so the content of the communication is tailored. Interestingly, for the Asian units it is usually irrelevant for the communication efficiency how many members they have. In contrary, for European and North American organisations the number of members should be lower. Our aim was to identify if the communication style is correlated with DF-RF dimension. We assumed that RF characteristics are linked with a personalised communication style while DF is linked with low volume information. RF is true for Asia and Africa, but less for the Middle East. The latter was represented by units such as Dubai which are multicultural, that is why their characteristics based on culture frameworks may be less clear. 
LiMiTATiONS AND FuTurE rESEArCh
Research conducted among the members of top industry destination marketing organisations is a great baseline to start working closely with them. Meetings and events industry is young enough to make comparisons and summaries. Certainly, there is a need to improve the communication style but one of the limitations that researchers can come across is the rather closed nature of the discussed group. It is really difficult to conduct the research among hospitality professionals because they stick together and are not willing to share their opinions about the structures they belong to. The authors have a plan to carry out a similar research among members of other bodies focused on destination marketing, incentive travel, or congresses. Apart from particular pieces which will focus on selected areas it is both possible and necessary to summarise all the results and prepare a bigger report. The authors have a plan to run a similar research among global convention and visitor bureaus in the coming years which are focused on destination marketing, incentive travel, or congresses.
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